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Abstract

With the rapid development of internet technology and the increasing openness of the global market,
more and more enterprises are venturing into the field of cross-border e-commerce, seeking new
points of growth. However, cultural differences among different countries and regions pose signifi-
cant challenges to the online marketing strategies of cross-border e-commerce enterprises. These
differences are not only reflected in consumers’ purchasing habits, payment methods, logistics
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preferences, but also involve aspects such as language, beliefs, values, social class and lifestyle. This
article starts from the important value of online marketing for cross-border e-commerce enterprises
from the perspective of cultural differences, analyzes the main impacts of cultural differences on
cross-border e-commerce online marketing, and finally proposes online marketing strategies based
on cultural differences for cross-border e-commerce, in hopes of providing reference and guidance
for cross-border e-commerce enterprises to gain competitive advantages in the complex and ever-
changing international market environment.
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